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Ecolinguistic	Dynamics	By	Gemma	Roman																									 In	this	advertisement,	image	and	text	communicate	in	a	symbolic	connection,	which	gradually	reveals	itself	in	the	succession	of	words.	Attention	is	initially	captured	by	the	Indian	man	and	child	who	are	looking	towards	the	framed	text.	The	title	“Our	Children	Turn	to	Us	for	a	Brighter	Energy	Future”,	written	in	a	bigger	typeface,	clearly	presents	and	summarizes	the	Peabody	Company’s	aim.	They	want	readers	to	reflect	on	it,	and	through	the	use	of	“our”	and	“us”	pronouns,	the	message	reaches	and	involves	readers	completely.			In	general,	the	entire	text	is	written	in	a	simple	and	concise	style,	in	order	to	be	as	clear	as	possible.	From	the	first	paragraph,	children’s	impossibility	to	own	modern	energy	is	underlined	by	the	word	“no”.	The	simple	repetition	appears	stronger	than	the	use	of	the	negative	form	and	reveals	a	more	negative	connotation.			 The	advertisement	stresses	the	fact	that	too	many	children	of	the	world	cannot	have	light,	computers	or	digital	devices	for	school	and	to	learn.		So	then,	the	solution	the	Peabody	Company	promotes	consists	of	opening	new	coal	plants	in	order	to	provide	these	children	a	so-called	“modern”	and	“clean”	energy.	These	adjectives,	together	with	“advanced”,	“safe”,	“abundant”,	“inexpensive”	and	“low-cost”	can	be	defined	appraisal	patterns;	through	the	evaluation	“MODERN/ADVANCED	IS	GOOD/BETTER”	coal	plants	energy	production	is	presented	through	positive	connotation.		 The	Peabody	discourse	is	promoting	modern	energy,	but	aiming	at	education.	The	concept	of	helping	the	poorest	children	of	the	world	hides	the	destructive	aspect	against	ecology.	
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In	this	context,	providing	modern	energy	means	opening	several	coal	plants,	which	are	extremely	polluting.		It	is	interesting	to	notice	how	coal	is	an	active	protagonist	in	the	text.	Through	personification,	coal	“is	changing	the	situation”,	“enables	laptops”,	“is	creating”	electricity.	These	are	all	positive	actions	that	erase	coal’s	destructive	and	dangerous	power.		 The	company’s	aim	is	clear:	coal	“has	been”	a	major	fuel	in	the	past	and	“is	expected”	to	become	the	largest	energy	source	in	the	future.	Peabody	Company	asks	us	to	support	them	(notice	the	expression	“let’s	work	together”),	so	that	in	the	text	an	interaction	between	us/	readers	and	the	mentioned	children	emerges:	a	feeling	of	empathy	makes	us	think	of	these	unfortunate	people’s	conditions	and,	as	long	as	we	take	for	granted	our	access	to	modern	energy,	we	should	help	the	planet’s	poorest	populations.		 The	whole	discourse	is	represented	by	the	image:	the	Indian	man	on	the	bicycle	and	the	child	who	is	carrying	a	laptop,	symbolize	the	poorest	populations	of	the	world.	The	landscape	and	the	bicycle	are	symbolic	metaphors	for	the	poverty	of	the	countries	these	populations	belong	to.	The	laptop,	instead,	is	a	symbolic	metaphor	for	modern	energy:	the	man	and	the	child	are	actually	going	towards	the	modern	world.	Finally,	we	can	identify	ourselves	with	the	man	who	is	leading	the	child,	the	new	generation,	to	the	brighter	future.	
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